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1.1. Millennials’ Uses of Smartphones 
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2. Theory 
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3. Methodology 
Table 1. Smartphone user penetration prediction for 2017 (% mobile phone users) 
Country 2017 
US 82.7% 
Mexico 60.4% 
Chile 65.7% 
Argentina 53% 
Colombia 62.1% 
Brazil 48% 
Source: eMarketer, 2016 
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4. Results 
4.1. Qualitative Phase: Focus Groups 
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4.2. Descriptive Data 
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Table 2. Respondents’ reported use of mobile phone/smartphone features 
Feature / App 2009 2015 
SMS/Instant message 99% 97% 
Photo 69% 99% 
Video 59% 97% 
Internet 71% 99% 
MP3/Music 60% 88% 
Calendar 94% 97% 
Clock 99% 99% 
Games 90% 79% 
Email 40% 97% 
Notes 75% 89% 
GPS 17% 95% 
Facebook n/a 92% 
Twitter n/a 54% 
YouTube n/a 88% 
Table 3. Reported amount of time talking on the phone 
Amount of time 2009 2015 
Less than 1 hour 50.2% 97.6% 
Between 1 and 2 hours 22.7% 2.4% 
Between 2 and 3 hours 13.3% 0% 
Between 3 and 4 hours 5.6% 0% 
More than 4 hours 8.2% 0% 
All the differences among 2009 and 2015 are significant: p<0.05  
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Table 4. Minutes reported spent talking via smartphone daily, by sex (2015) 
 
Women Men 
Between 0 and 14 minutes 57.0% 66.9% 
Between 15 and 29 minutes 27.5% 21.6% 
Between 30 and 44 minutes 12.1% 9.5% 
Between 45 and 59 minutes 0.0% 0.7% 
60 minutes or more 3.4% 1.4% 
Average 15.11 12.45 
Table 5. Time spent texting (Minutes per day) 
Country Gender N Mean Std. Deviation Std. Error Mean 
Chile 
Male 332 121.34 126.24 6.93 
Female 412 183.87 198.73 9.79 
Mexico 
Male 138 182.68 151.41 12.89 
Female 315 316.21 634.53 35.75 
U.S. 
Male 59 188.85 180.14 23.45 
Female 147 342.04 311.52 25.69 
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Table 6. Motivations to use the smartphone, comparing genders 
Motivation 
Very 
unimportant 
Unimportant Indifferent Important 
Very 
Important 
Pearson Chi-
Square Value 
Keeping in touch with  
family and friends 0.4% 1.1% 4.3% 23.5% 70.7% 23.374(4)** 
Privacy in  
communication 4.9% 7.7% 26.2% 34.7% 26.2% 9.381(4) 
Feeling secure 6.8% 8.7% 27.4% 31.3% 25.5% 50.059(6)** 
Getting higher status 26.7% 16.3% 34.9% 15.7% 6.0% 18.787(7)* 
Getting news 3.0% 5.2% 15.1% 40.5% 36.1% 6.561(4) 
Watching videos and movies 31.7% 22.8% 24.0% 14.1% 7.1% 9.991(5) 
Playing games on line 38.4% 19.8% 21.9% 12.3% 7.2% 17.094(4)* 
Playing games off line 38.9% 20.4% 24.0% 10.8% 5.6% 33.416(4)** 
*= p< 0.05; **= p< 0.01 at the time of measuring gender differences. 
4.3. Factor Analysis and Regression  
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Table 7. Regression Analysis 
Model 
Unstandardized Coefficients Standardized Coefficients 
T Sig. 
B Std. Error Beta 
1 (Constant) 215.086 9.460 
 
22.735 .000 
Connected -3.492 9.449 -.010 -.370 .712 
Secured -5.525 9.451 -.016 -.585 .559 
Entertained -31.239 9.441 -.088 -3.309 .001 
2 (Constant) 98.667 17.659 
 
5.587 .000 
Connected -51.993 15.617 -.147 -3.329 .001 
Secured 11.832 10.825 .033 1.093 .275 
Entertained -1.709 10.158 -.005 -.168 .866 
Dummy Mexico 86.604 19.505 .118 4.440 .000 
Dummy US 94.372 21.207 .125 4.450 .000 
Dummy Gender 240.472 48.350 .239 4.974 .000 
  Age (number of years) -.120 .193 -.016 -.620 .535 
a. Dependent Variable: Minutes texting during a workday 
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5. Conclusions 
5.1. Limitations and future research 
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